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ABSTRACT 
With the recent increasing popularity over online purchasing, the purpose of this 
paper is to determine the effects of personality on the likelihood of online shopping. 
In particular, four attributes of people fe personality, namely, their openness to 
experience, tolerance for ambiguity, risk propensity and self-efficacy, are evaluated in 
the analysis. Models are built to investigate the impact of each of these personality 
traits on consumers ‘ likelihood of purchasing online, while this likelihood is proxied 
by consumers, attitude towards online shopping and intention to shop online. 
A questionnaire has been designed to collect data on Internet users ‘ personality, 
attitude towards online shopping, intention of putting it into practice, demographic 
characteristics, online shopping experience, and concerns related to purchasing 
through the Internet. It has been distributed to people living in western countries and 
there are 67 valid respondents. 
Based on the data collected from the questionnaires, regression results confirm 
that openness to experience is positively and significantly affecting both consumers, 
attitude towards online shopping and intention to shop online. Risk propensity has a 
weakly significant positive impact on people's attitude towards online shopping. 
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However, the data shows that both tolerance for ambiguity and self-efficacy have no 
impact on people likelihood to shop online. 
These results can give some insights to online sellers. They can continuously 
introduce new features onto their Websites, diversify into new lines of product 
category, and pursue a strategy of innovation to attract visitors with high degree of 
openness to experience. This will increase the probability of an average visitor to 
make online purchase. They can also improve the security system of their online 
store so as to convince consumers that purchasing online is not a risky activity. This 
can attract more people with low risk propensity to use online shopping. 
In a nutshell, realizing the effects of personality on online shopping, online 
sellers would benefit from targeting consumers who are more open to experience 
and/or with a high level of risk propensity. 
參�• 
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With the advancement in information technology and the growing accession rate 
to the Internet in recent years, online shopping has become increasingly popular. 
This new way of purchasing has stimulated interests among researchers who have 
conducted different studies on the factors that determine consumers�online shopping 
behaviour. Previous research has mainly focused on the impacts of consumers, 
knowledge on the Internet and demographic characteristics as determinants of their 
behaviours. However, researches on psychology have also shown that people 's 
personalities also have significant influence on their activities. Therefore, the 
purpose of this paper is to evaluate the possible effects of personality on online 
shopping. 
In particular, models specifying the impacts of people s^ openness to experience, 
tolerance for ambiguity, risk propensity and self-efficacy on their likelihood of online 
shopping will be established. Their attitude towards online shopping and intention to 
shop online will be used as proxies for their online shopping likelihood. This paper 
will also seek confirmation of this model empirically. It is hoped that the model and 
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statistical results can give some insights to online sellers to facilitate their operations 
and strategic decisions. 
Chapter 1 will continue by discussing the background of this paper, the relevant 
theories on the relationship between personality and behaviours, and previous 
literature on explaining online shopping behaviour. Chapter 2 will then specify the 
models used in this paper and the methodology applied to test the models. A survey 
was conducted to collect data for the empirical testing. The descriptive statistics of 
the respondents of this survey will also be presented in Chapter 2. The next chapter 
will analyze the empirical findings derived from the data collected. Specifically，the 
results of reliability tests and regressions will be included. Chapter 4 will then give 
recommendations on online sellers, based on the empirical results obtained. The last 
chapter will give suggestions on future research and conclude the paper. 
1.1 BACKGROUND 
The Internet has emerged in recent year as a dynamic medium for channeling 
transactions between customers and firms in a virtual marketplace. Due to its 
popularity, online population has been growing at an impressive rate. There are 
already over 80 million North Americans on the Internet and there can be as many as 
177 million users by 2003 as researched by the Boston Consulting Group (1999). 
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This research also found that over half of this wired population is consumers who 
shop for or buy product online. 
Seeing the huge potential in e-commerce, many companies have already set up 
online presence to explore and capitalize on this new opportunity. Market sectors on 
products such as computer hardware, software, books, flowers, financial services, and 
music are already experiencing rapid growth in online sales. Therefore, other than 
the traditional physical selling channel, online retailing has become one of the popular 
means for sales with high potential growth. It is projected that the sales volume 
derived from online shopping will grow from US$11 billion in 1999 to US$41 billion 
in 2002 (National Retail Federation, 1999). 
From the Boston Consulting Report 1999, online population consists of more 
male, affluent, and educated people than the general population. However, they also 
found that the trend has been changing as more consumers from the mass market have 
started to purchase online. There are increasingly more consumers who are female, 
less educated, more mature and less affluent trying this new way of shopping. In 
general, a typical online purchaser executes ten transactions and spends US$460 
online over a twelve-month period. 
To capture the opportunities derived from online selling, companies have to 
explore the customers ‘ preference. By understanding their online buying behaviour, 
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companies can make better decisions on their online retail strategies on Website 
design, online advertising, marketing segmentation, product variety, inventory holding 
and distribution. 
Bellman, Lohse and Johnson (1999) suggested that factors like lifestyle, 
availability of time, income, and demographics have influence over the online 
purchase behaviour. In particular, whether a person looks for product information on 
the Web is the most important predictor on online buying behaviour. 
Other than the factors suggested by Bellman, Lohse and Johnson (1999) in 
predicting online purchase possibility, it is reasonable to expect that personality also 
plays a role in stimulating online purchase. For instance, willingness to try new 
things and tolerance for risk can be important personality traits that make consumers 
favour online shopping. Without existing established research on the relationship 
between personality and online purchasing activities, this paper fills this gap by 
formally testing the effects of personality on online shopping behaviour. 
1.2 RELATIONSHIP BETWEEN PERSONALITY AND BEHAVIOUR 
Kleinmuntz (1967) defined personality as fhe unique organization of factors 
which characterize an individual and determine his pattern of interaction with the 
environment. As discussed by Weiss and Adler (1990), personality traits can be 
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thought of as influencing probabilistic relationships between attributes of people and 
their behaviours in various situations. In other words, different personalities lead to 
different behaviours. Researchers have also given evidence that personality does 
have a strong relationship with individual behaviour. 
Berr, Church and Waclawski (2000) used the big-five-factor theory, one of the 
most renowned theories in psychology and personality context, as a framework to link 
personality variables with behaviours. These five factors are: neuroticism which is 
one level of psychological adjustment or stress tolerance, extraversion which is one 
degree of sociability, openness which is one k degree of openness to new experiences 
and ideas, agreeableness which is one k degree of friendliness and trust of others, and 
conscientiousness which is one b degree of organization, commitment and persistence. 
In predicting behavior, these five factors can be used to test the effect of personality 
over specific activities. 
Researchers have also been putting effort in discussing the five-factor model in 
relation to individual behaviour in the organizational and marketing context. Church 
and Waclawski (1998) related personality to leadership; while Antonioni (1998) 
related personality to conflict management. In marketing, Hurley (1998) established 
the relationship between personality and customer service; while Shank and 
Langmeyer (1994) verified the influence of personality over brand management. 
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However, there has been no research yet concentrate on associating personality with 
online purchase behaviour. 
The five-factor model although can be used for predicting behaviour, not all of 
the five factors would be relevant when developing a relationship between personality 
and likelihood of online shopping. For example, openness can reasonably affect and 
predict people 知 acceptance over new technology; while extraversion, as a measure for 
one sociability, may not be relevant. Thus, in building our models, we select the 
most applicable factor for our analysis. The details will be addressed later in Chapter 
2. 
1.3 LITERATURE REVIEW 
Researchers have tested the impact of various variables on various dimensions of 
online purchasing behaviour of consumers. Li, Kuo and Russell (1999) have 
investigated factors determining the number of times consumers purchase on the Web. 
They proposed and tested a model under which online shopping frequency is affected 
by four basic factors. The first factor of perceived channel utility refers to whether 
consumers perceive the Web to have higher utilities in the communication, 
distribution and accessibility aspects. They found significant evidence showing that 
consumers who have favourable perception on channel utility are more frequent 
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online buyers. 
Channel knowledge, the second factor, refers to whether consumers perceive 
themselves as knowledgeable about the Web as a purchasing channel. They found 
that consumers who perceive themselves as more Internet literate are those who 
purchase more frequent online. 
The third factor they tested was shopping orientation. They found significant 
evidence to support their hypothesis that consumers who make more frequent online 
purchases are lower in experiential orientation than those who make occasional or no 
online purchases. This result is consistent with the notion that people who prefer to 
Experience” the product before purchase are less attracted by online shopping. With 
regard to the idea that convenience-oriented consumers are more likely to buy online, 
there is only some evidence in support of such general belief. They also found 
significant evidence showing that there is no difference in price orientation between 
consumers who make more and less online purchase. 
Consumer demographics was the fourth factor they tested. It is a worldwide 
phenomenon that better educated and wealthier people are more likely to have access 
to the Internet. Extending this idea logically to online purchasing, they found 
significant evidence showing that consumers who make more online purchase have 
higher education and income levels than those who make less online purchase. 
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Although they found that men are more frequent Web buyers than women, such 
gender difference is not sharp between non-Web buyers and Web buyers. 
Besides examining factors affecting Internet users' frequency of online shopping, 
Swaminathan, Lepkowska-White and Rao (1999) have extended their research further 
to explaining the total dollar amount spent online. They have also used four factors 
to explain online purchasing behaviour in their models. First, they tested the impact 
of consumer characteristics, focusing on the social and convenience orientation of 
consumers. They found that shoppers who seek social interaction and who value 
convenience of the shopping media purchase more frequently and spend more online. 
This result fiirther supports Li, Kuo and Russell (1999)'s findings on the significant 
impact of shopping orientations on online purchase behaviour. 
Second, they tested various vendor characteristics, including the perceived 
reliability, perceived price competitiveness of Web vendors, perceived convenience of 
using the Web service, and perceived usefulness of information provided by the 
Website. They found that more frequent online shoppers have a more favourable 
perception on these vendor characteristics but the total amount spent on online 
purchase is not determined by this factor. 
Third, the impact of consumers' concern for privacy was tested. Contrary to 
the conventional wisdom, they found that concern of privacy has no significant impact 
9 
on the frequency of online purchase. 
Fourth, they tested the hypothesis that the greater the perceived security of 
transactions in an online medium, the greater the likelihood of electronic exchange. 
They focused on two particular types of risk here: (1) person's overall risk taking 
propensity and (2) the perceived risk of online transactions. These two types of risk, 
in their questionnaire used, are operationalized with a four-point scale on two items 
respectively: (1) In general, how concerned are you about security on the Internet? and 
(2) How concerned are you about security in relation to making purchases or banking 
over the Internet? Using the data obtained from these two questions, they found no 
significant evidence to show that perceived security of transactions has an impact on 
Web purchase. However, the two questions they asked only quantify the perception 
of consumers' concern for Internet security; they are not objective evaluation of their 
risk propensity. This implies that we have no evidence yet to reject the notion that 
people with higher level of risk tolerance are more likely to shop online. 
In general, previous research has shown that consumers' perceived channel 
utilities, channel knowledge, shopping orientation, demographic characteristics, and 
vendor characteristics are significant in explaining their online purchasing behaviour. 
However, these five aspects have not yet formed a complete set of explanatory 
variables. Li, Kuo and Russell's model is only a moderately strong one with an 
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R-square of 0.29. Swaminathan, Lepkowska-White and Rao's models using 
frequency of online purchase and total amount spent online as dependent variables 
obtain a moderately low R-square of 0.12 and 0.15 respectively. In addition, as 
suggested by Swaminathan, Lepkowska-White and Rao, fiirther research could focus 
on creating a typology of Internet shoppers and linking various demographic and 
psychographic variables with different types of Internet shoppers, to provide guideline 
to businesses in targeting their preferred consumer segments. 
As the current literature is limited in empirically analyzing the impact of 
consumers' personality on their online purchasing behaviour, this paper could 
contribute by enriching the explanation of online shopping behaviour and helping to 
create the typology of Internet users with additional psychographic variables. 
In addition, previous research has concentrated on explaining two dimensions of 
online shopping: frequency and amount of money spent. This paper could fiirther 
contribute to the literature by considering another aspect of online purchasing 
behaviour, namely, the likelihood of shopping online. 
Both the result obtained by Li, Kuo and Russell, and Swaminathan, 
Lepkowska-White and Rao are derived from surveys conducted in the US. To be 
consistent with them and for ease of comparison, this paper also uses data from people 
with a western origin. 
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CHAPTER 2 
CONCEPTUAL FRAMEWORK AND DATA 
2.1 THE MODELS 
To examine the relationship between personality and likelihood to purchase 
online, this research paper is based on two models. 
In constructing these two models, we identify four attributes of the general traits 
in personality which best explain people propensity to shop online. These four 
attributes are openness to experience, tolerance for ambiguity, risk propensity and 
self-efficacy. 
Openness to experience is the measure of one exposure over different events. 
Some people tend to accept new matters more readily than other people do. As 
online shopping is considered to be a new medium of exchange, people who are more 
open to experience are more likely to try this new way of shopping. Among the 
attributes considered in the five-factor model, this is the only one considered to be 
relevant in determining online shopping behaviour. 
Tolerance for ambiguity measures a person acceptance towards uncertainty or 
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unclear matters. There are different kincjs of uncertainty and some people are 
especially not comfortable with ambiguous matters. Being a new way of shopping, a 
lot of uncertainties are involved with online purchasing. Therefore, the models 
postulate that people who are more tolerant for ambiguity welcome online shopping 
more. 
Although Swaminathan, Lepkowska-White and Rao (1999) has rejected the 
hypothesis that risk propensity has an impact on Web purchase, their measure of risk 
propensity is simply the respondents, self-perception, not objective evaluation. 
Therefore, risk propensity is still worthwhile for research in this paper. 
Risk propensity is the measure of willingness to take risks. It stresses 
consistent patterns of risk taking or risk aversion that influence how risks are 
evaluated and what risks are deemed to be acceptable (Sitkin and Pablo, 1992). We 
expect that the higher the risk propensity one has, the higher the possibility for one to 
take risk. Since purchasing on the Internet is an activity that involves uncertainty 
with potential risk incorporated in the process of purchase such as time for delivery 
and payment transaction, it is projected that the more one is willing to take risk, the 
greater one 's tendency to shop online. 
Self-efficacy is the belief in one own capabilities to mobilize the motivation, 
cognitive resources, and courses of action needed to meet given situational demands 
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(Wood & Bandura, 1989). It measures the probability that one can successfully 
execute some future action or task or achieve some results. High self-efficacious 
persons believe that they are likely to be successful in most or all of their job duties 
and responsibilities. With higher self-efficacy, people are more likely to succeed at 
task performance in a variety of achievement situations (Gardner, 1998). They 
strongly agree with statements such as When I start something, I usually can 
complete it.” As the process of online purchasing typically involves a number of 
steps, for example, filling in personal information, specifying the items and quantities 
needed, typing in delivery address and credit card number, a more self-efficacious 
person is more likely to be mobilized to complete the whole transaction. Therefore, 
in accessing one k tendency to shop online, self-efficacy is expected to exert positive 
influences. 
Based on the above four personality attributes, two separate models are 
constructed to justify the traits influence on people fe propensity to purchase online, as 
seen in Exhibit 1 and Exhibit 2. 
In Model 1, attitude towards online shopping is used as a proxy for the likelihood 
of shopping online. Measuring the people 's mind-set to online purchase, attitude 




Exhibit 1. Framework of Model 1 
Risk Propensity + 
Openness to experience + 
^ Attitude towards online shopping 
Tolerance for Ambiguity + 
+ 
Self-efficacy 
Model 2 uses people fe intention to shop online, which is the possibility of the 
people trying online shopping, as another proxy for their likelihood of shopping online. 
The use of two proxies is aimed at giving more robust support for the empirical 
results. 
Exhibit 2. Framework of Model 2 
Risk Propensity + 
Openness to experience + 
^ Intention to shop online 




As discussed above, previous research has considered demographic 
characteristics and channel knowledge in determining online shopping behaviour. 
Therefore, in analyzing the impacts of the four independent variables, that is, the 
personality traits，on people fe attitude towards online shopping and intention to shop 
online, gender and Internet knowledge are used as control variables in the regressions 
for the sake of consistency. 
2.2 METHODOLOGY 
To formally test the influence of personality on online purchasing behaviour, a 
questionnaire was designed for the collection of relevant data. There are three main 
sections in the questionnaire, asking about the respondents ‘ personality, general 
experience and opinion on online shopping and background information respectively. 
The entire questionnaire is contained in Appendix 2. 
The personality section is divided into four sub-sections to examine people 
openness to experience, tolerance for ambiguity, risk propensity and self-efficacy. 
The part on openness to experience consists of ten questions to identify an individual 
exposure to new things and conduct in new environment. The part on tolerance for 
ambiguity intends to test one^s attitude towards uncertainly and undefined 
circumstances using seven questions. Nine questions are designed to extract people 's 
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level of risk propensity in an objective manner. They look for the level of acceptance 
over risk and the risk inclination of individuals. In the last sub-section on 
self-efficacy, eleven questions are asked to test one's determination and standpoint 
towards difficult tasks. 
In the online shopping experience and opinion section, we look for the 
respondents, Internet knowledge, which includes their experience in using the Internet, 
online shopping experience, concerns if they shop online, attitude towards online 
shopping, and intention to shop online. Background information of the respondents 
such as their age, gender, and education background are collected in the last section. 
Each of the above attributes or concerns is evaluated using a number of 
questions. In each question, respondents are required to show their perception over 
the event by indicating the extent of agreement to a statement in a scale from 1 to 7. 
A r，represents a strong disagreement while a，，，represents a strong agreement with 
the sentence. Some questions are intentionally reversed in order to test for 
consistency. 
Since most of the literature reviewed was based on the data collected from 
western countries, to be consistent, our target respondents were also people from a 
western culture. The questionnaire was thus sent to overseas and collected back via 
email. The respondents were expected to answer all questions by their perception 
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over the event and their experience on online shopping. Altogether, 67 valid samples 
were collected from the Untied States, United Kingdom, Switzerland, France, 
Australia and New Zealand. These respondents are all users of the Internet. 
Since the model is based on some underlying theory, confirmatory factor 
analysis is used instead of an exploratory one. To test how well the data fit the model, 
the confirmatory factor analysis is composed of two main steps. 
The initial step is to test the reliability of the factors, that is, to run reliability 
tests on the measurements of each of the four personality attributes. The second step 
is to study the relationship between personality and propensity to shop online using 
regression. The two models are tested separately using two different dependent 
variables, attitude towards online shopping and intention to shop online. The four 
personality attributes are incorporated as independent variables in the two regressions. 
2.3 DESCRIPTIVE STATISTICS OF RESPONDENTS 
The respondents ‘ general experience and opinion of online shopping and 
background information is used to examine various descriptive features of the sample. 
In particular, the questionnaire asks about the respondents ‘ demographic 
characteristics, self-perception of Internet knowledge, online shopping experience, 
and concerns on online shopping. 
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2.3.1 Demographic Characteristics 
Out of the 67 samples, 34 were answered by female and 32 by male respondents 
(one respondent failed to provide demographic information). Over 80% of the 
respondents are within the age range of 21 —30. The youngest respondent ages 17, 
while the oldest respondent is 60 years old. Exhibit 3 shows the age distribution in 
details. 
Exhibit 3. Age Distribution of Respondents 
36-40 45-50 51-55 >55 <21 
5% A 2% 
31-35 
31% \ B K M B w ^ 
With respect to education level, 95% of our respondents are university 
graduates as the questionnaire is distributed among university students and their 
friends in western countries. Exhibit 4 shows the breakdown of their educational 
attainment. 
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Exhibit 4. Education Level of Respondents 
Professional Ot，rs 
Degree 丄 5% 
Doctoral B , � r , s 
Degree ^ ^ ^ \ Degree 
Master's 
Degree ^ ^ ^ ^ ^ ^ ^ ^ 
55% 
As most of the respondents are students of business or related courses，only 18% 
of them have some technology-related background, defined as majoring in Computer 
Science/Technology, System Engineering and Management, Management Information 
Systems, or Engineering. 
Exhibit 5. Education Background of Respondents 
6 0 fc； “ ‘ 心 ， … ： - - ‘ ^ ‘ , ‘ ： 
30 — 、 广 / I 二 '、。、，、V ： 〜 „ “：、 > � ： ‘ 
(DO 4.0 r H ：、5 n • ；yj ‘ - “ - <•�…�.…’< ‘ “ I ‘ ^ 
8 30 \ ” - \ �U ‘ ,、：‘ ： |1 ： -、 7，、 ____1 
J-* , , , , » S； - j s ^ I - f 1 k- 、 ^ 、一 .一 ‘ , , 
Ph � � � . … � �r ；、、， 0 ： ― ： 鬧 - . … ： . � � 
10 -II ； ： •^關 B ^ ^ ^ r l " ^ " ^ ^ ： ‘二 “ ’… w n 
0 j : . . E l 4 �: �同 、 1 ^ -T _ I- _ ”_「麵、阳丨“1 
益 § 浮 § g I I I I 
s i i 謹 霍 募 i 醫 喜 • 沒 • 沒 I I ^ 
l l i a -a 1 1 ^ 对 ^ S II II 11 - I I M iJ ^ 
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Their distribution in terms of education background is presented in Exhibit 5. 
Note that respondents are allowed to choose more than one category in answering the 
question on education background. 
2.3.2 Self Perception of Internet Knowledge 
Although less than 20% of the respondents have been educated in 
technology-related discipline, their generally high education levels contribute to their 
considerable knowledge about the Internet. In the questionnaire, two questions are 
designed to ask about the respondents, self-perception of their Internet knowledge, 
being (1) t am an experienced Internet user” and (2) f know a lot about how the 
Internet works” Upon the scale of 1 to 7, with 1 丨 refers to strongly disagree with 
the statement and ,，，indicates strong agreement, the mean for these two questions are 
5.27 and 5.04 respectively. Coupled with the respective small standard deviations of 
1.68 and 1.67, they generally perceive themselves as being Internet literate of a 
moderately high level. The summary statistics are also presented in Exhibit 6. 
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Exhibit 6. Box Plots on Self Perception of Internet Knowledge 
. 
I know a lot about 
how the Internet 
works 
• • • • "“ ‘ 
I am an experienced 
Internet user 
1 2 3 4 5 6 7 
2.3.3 Online Shopping Experience 
In the six months prior to filling in the questionnaire, only two thirds of the 67 
respondents have conducted purchase online. Among them, half have made only one 
to three transactions. This indicates that online purchasing has not become very 
popularized among our respondents. Exhibit 7 presents the frequency of their online 
shopping experience. 
Exhibit 7. Number of Times of Online Shopping in the Six Months 
Prior to the Survey 
I = = = 丨 I ‘ ‘ ‘ ==:ss= 
frequency 0 1-3 4-6 >6 
Lrcentage 31.34 37.31 13.43 17.91 
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The respondents are also assessed on their level of satisfaction of online 
shopping experience. Asking the 46 online shoppers (in the last six months) about 
their overall satisfaction with respect to their online shopping experience and the 
likelihood that they would purchase from Web store again, they give a high mean of 
5.43 and 5.74 respectively along the seven-point scale, with 1” refers to ftot at all 
satisfied，，and ftot at all likely" and 7” refers to ^ery much satisfied" and Wry 
much likely” In addition, the standard deviations are small，being 1.28 and 1.45 
respectively, reinforcing that they are generally satisfied with their online shopping 
experience. The box plots representing their answers are contained in Exhibit 8. 
Exhibit 8. Box Plots on Perception of Online Shopping Experience 
• • 
Likelihood or purchase 
from Web store again 
• • • 
Overall satisfaction 
with online shopping 
experience 
1 2 3 4 5 6 7 
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2.3.4 Online Shopping Concerns 
The respondents were also asked about the likelihood that they would buy 
different kinds of products from Web sellers. Again, a seven-point scale is used to 
assess their likelihood, with 1” being Absolutely not，，and ” being 加ry likely”. 
Exhibit 9 presents the results. 
Exhibit 9. Likelihood of Online Shopping by Product lype 
- I , ~ [ 
I Standard  
Products Mean Deviation 
Books/Magazines/Music/Videos 5.76 1.62 
Tickets for Movies/Concerts 5.54 U P 
Travel Service (Hotel/Airline Reservation) 5.99 IA9 
Toys/Games/Application Software 4.21 •  
Grocery 
Computer Hardware/System Software 3.97 1.99 
Electronic Appliances 3.09 1-93 
piothing/Shoes 浦 
Flowers ‘ 4.36 2.10 
I L = = = = = = = — = = — = — = = = — 
Clearly, products that are standardized, including books, magazines, music, 
videos, movie and concert tickets, and travel service are the most favourable online 
shopping items. In particular, the fact that the point of purchase and time of 
24 
consumption can be separated for tickets and travel service facilitates their popularity 
as online items. The less favourable items, including toys, grocery, computers, 
electronic appliances, shoes and clothing, all require physical examination before 
purchase, hampering their potential to be sold online. Although the popular press has 
repeatedly reported that the popularity of mail order of clothing in the US facilitates 
the selling of this item online, our data show that it is still unpopular among other 
products as an online shopping item even in the West. This is consistent with the 
result found by Li, Kuo and Russell (1999) that people with lower experiential 
orientation make less frequent online purchase. 
Our respondents have a diverse opinion on purchasing flowers online. While it 
receives a moderate mean point of 4.36, the high standard deviation of 2.10 shows that 
people either have a very positive intention of buying flowers online, or have a very 
negative intention of doing so. 
The questionnaire also asks about people concerns on price (compared with 
offline stores), delivery speed, product variety, product and service quality, payment 
security, protection of personal information, and facility of order status check if they 
purchase through the Internet. As shown in Exhibit 10, all these items are important 
concerns for the respondents. In particular, price, quality and payment security are of 
highest concern. No respondent gives a ranking of lower than 5 for quality, 
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indicating that they are unwilling to give up quality of the product and service in 
exchange for the convenience of online shopping. 
Exhibit 10. Box Plots on Concerns if Purchase Through the Internet 
Order or Delivery ？ L  
Status Check i - 
_ • • • Protection ot Fersofrl  
Information  
• 口 • 
Payment Security 
Oimlity t>f Pio<lUcl|or • 
Service  
""" Variety ot Product or • 
Service Choices — —   
— • 
Delivery Speed  
• • - I • — 
Price 
1 2 3 4 5 6 7 
Besides these concerns, credibility of the online sellers is another major 
consideration of the respondents. The high mean of 6 and small standard deviation 
of 1.11 indicates that credibility is regarded as highly important when they purchase 
online. 
The survey also found that recommendation by friends and family members is 
most relied upon as the source of information about appropriate Web sellers; while 
email from Web sellers is least reliable from the respondents, perspective. This 
indicates the power of people close to the buyer as an objective third party for advice. 
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As promotional emails are lowly regarded, Web sellers may consider eliminating this 
option in their marketing strategy. Exhibit 11 presents details of people fe attitude 
towards different information sources. 
Exhibit 11. Box Plots on Attitudes Towards Different Information Sources 
° 口 Hyperlink 




Email from Web 
Sellers 
“ Internet Ad 
— • Nevsspaper or 
Magazine Ad 




As discussed above, Model 1 and Model 2 are tested empirically using 
confirmatory factor analysis. It first establishes the reliability of the measurements 
of the four personality attributes, then tests the relationship between personality and 
the likelihood of shopping online. 
3.1 RELIABILITY TESTS 
Reliability is defined as the extent to which a measurement taken with 
multiple-item scale reflects mostly the so-called true score of the dimension that is to 
be measured, relative to the error. The collected data are evaluated for reliability, 
which is the stability of the instrument over various conditions and has traditionally 
been assessed. It measures the internal consistency of the collected data. To assess 
the reliability of the measurements of each variable, a reliability analysis is being run 
based on the questions regarding each of the attributes to be tested. The results are 
shown in Exhibit 12. 
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Exhibit 12. Alpha of the Personality Attributes 
I I I 
Variables No. of questions Alpha 
Openness to Experience 10 0.6556 
Risk Propensity 9 0.8657 
丨 Self-Efficacy � � 蕭 
Tolerance for Ambiguity 7 0.4880 
Adjusted Tolerance to Ambiguity 5 0.6327 
— = — = — = L = — = — = j _ = = _ = = — = — — ^ 
For the measure of the variable to be reliable, its alpha should be at least at a 
value of 0.7. However, given the relatively small sample size used in this paper, a 
more lenient benchmark of alpha of 0.6 is applied. Therefore, variables with alpha 
greater than 0.6 is accepted in this paper. 
The measurements of risk propensity and self-efficacy are clearly reliable, as 
their alpha is as high as over 0.8. According to our benchmark, openness to 
experience is also reliable, with an alpha greater than 0.6. 
However, among the four personality attributes, tolerance for ambiguity (a = 
0.4880) scores lower than 0.6, meaning a poor reliability measure for this item. After 
analyzing the correlation coefficients among the seven questions used, two questions 
which yield negative correlation with the others are taken out. These two questions 
are indicated in Appendix 1. The adjusted variable with the remaining five questions 
then scores an alpha of 0.6327，which is then accepted as reliable. 
Therefore, risk propensity (a = 0.8657) and self-efficacy (a = 0.8394) are very 
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reliable measures, even using a more stringent benchmark; while openness to 
experience (a 二 0.6556) and tolerance to ambiguity (a = 0.6327) are still reliable 
under our standard. These four attributes can thus be used as independent variables 
in the regression analysis. Appendix 1 contains the detailed results of all the 
questions used to measure these four variables. 
3.2 REGRESSION ANALYSES 
Based on the two models, the data obtained from the survey is used to test the 
following hypotheses: 
Hla: The higher the degree of openness to experience the Internet user is, the 
more positive his/her attitude towards online shopping. 
Hlb: The higher the degree of tolerance for ambiguity the Internet user is, the 
more positive his/her attitude towards online shopping. 
Hlc: The higher the degree of risk propensity the Internet user is, the more 
positive his/her attitude towards online shopping. 
Hid: The higher the degree of self-efficacy the Internet user is, the more 
positive his/her attitude towards online shopping. 
H2a: The higher the degree of openness to experience the Internet user is, the 
higher his/her intention to shop online. 
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H2b: The higher the degree of tolerance for ambiguity the Internet user is, the 
higher his/her intention to shop online. 
H2C: The higher the degree of risk propensity the Internet user is, the higher 
his/her intention to shop online. 
H2d: The higher the degree of self-efficacy the Internet user is, the higher his/ 
her intention to shop online. 
Model 1, using people's attitude towards online shopping as a proxy of the 
likelihood of online shopping, tests Hlato Hid. Model 2, using people k intention to 
shop online as a proxy of the likelihood of online shopping, tests H2a to H2d. 
Regressions are run to test these two models, using gender and Internet knowledge as 
control variables. AU the dependent and independent variables are measured by 
averaging the scores of the questions that (reliably) measure the relevant likelihood of 
buying online or personality attributes. The gender of the Internet user is indicated 
by a dummy variable, with a value of one representing female and zero representing 
male. The Internet knowledge of the Internet user is estimated by the mean of the 
answers to two questions: t am an experienced Internet user” and t know a lot about 
how the Internet works” Ranging from one to seven, the higher the number, the 
more knowledgeable on Internet is perceived by the respondent. The regression 
results are presented in Exhibit 13. 
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Exhibit 13. Regression Statistics 
I  Attitude Towards Online Intention to Shop Online 
Dependent Variable Shopping (Model 1) (Model 2) 
Independent Variable Beta P-value Beta P-value 
Openness To Experience 0.444 0.027** 0.484 0.029** 
Tolerance for Ambiguity -0.250 0.240 -3.630E-02 0.876 
Risk Propensity 0.288 0.079* 0.117 0.510 
Self-Efficacy -7.609E-02 0.689 3.925E-Q2 0.851 
Gender 3.554E-02 0.907 -0.117 0.727 
Internet Knowledge 0.192 0.048** 0.385 0.001*** 
Intercept 2.388 0.051* 0.419 0.752 
IF-Statistics 2.347 � . 0 4 2 * * 4.139 0.002***— 
|R-Square “ 0.193 0.296 
* significant at 10% level 
** significant at 5% level 
*** significant at 1% level 
Since the variance inflation factors of all the independent variables are smaller 
than 2, they are far below the benchmark of 10, indicating that there are no 
multicollinearity. Therefore, the regression results of both models are valid. 
The F-statistics of Model 1 indicates that this model is overall significant at a 5% 
level. Although its R-square of 0.193 is not very high, comparing it with Li, Kuo and 
Russell k model of an R-square of 0.29 and Swaminathan, Lepkowska-White and 
Rao models of an R-square of 0.12 and 0.15 respectively, Model 1 has comparable 
explanatory power with other models in the literature. 
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However, looking at individual independent variables, the empirical results are 
not very encouraging. Openness to experience is significant at a 5% level, risk 
propensity is only weakly significant at a 10% level. The other explanatory variables 
are not significant, except the control variable of Internet knowledge. Looking at the 
sign of the coefficients, the result confirm hypothesis Hla that the higher the degree of 
openness to experience an Internet user is, the more positive attitude he/she has 
towards online shopping. It also weakly supports hypothesis Hlc that the higher the 
degree of risk propensity, the more positive the attitude towards online shopping. 
Hypotheses Hlb and Hid on the effects of tolerance for ambiguity and self-efficacy 
are rejected. 
Model 2 enjoys a higher F-statistics than Model 1 and it is overall significant at a 
P/o level Its R-square of 0.296 is not only higher than that of Model 1，but also 
higher than the models by Li, Kuo and Russell, and Swaminathan, Lepkowska-White 
and Rao. 
Like Model 1, openness to experience is significant at a 5% level in this model. 
However, risk propensity, like the variables of tolerance for ambiguity and 
self-efficacy, are insignificant in Model 2. Internet knowledge remains to be the only 
significant control variable. Gender is again insignificant. By also looking at the 
sign of the coefficient，we have evidence to confirm hypothesis H2a that the higher 
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degree of openness to experience the Internet user is, the higher intention he/she has to 
shop online. The hypotheses H2b, H2c and H2d on tolerance for ambiguity, risk 
propensity and self-efficacy are all rejected. 
Since Model 2 has a higher R-square than Model 1, and they use the same data 
set but are only different in their use of dependent variables, this suggests that the 
independent variables together better explains people intention to shop online than 
people's attitude towards online shopping. A result that worths particular 
attentioning is that risk propensity has a positive significant effect on attitude towards 
online shopping, but has no effect on intention to shop online. This could be because 
perception is a determinant of intention, but there are other significant determinants of 
intention. It is possible that even if a person has a low degree of risk propensity, and 
thus does not perceive online shopping in a positive way, but because of the 
convenience or other attributes of online shopping, he/she has an intention to shop 
online. In other words, the person may not like the idea of online shopping, but 
he/she intends to use it for convenience or other sake. 
As the variable ftpenness to experience” is significant in both Model 1 and 
Model 2, this shows that people with such a personality have both a better perception 
on online shopping and a higher intention to try or use it. The significant effect of 
Internet knowledge and the insignificant effect of gender on both models are 
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consistent with previous findings by Li, Kuo and Russell (1999) as discussed above. 
Overall, in Model 1 and Model 2, only the relationships between openness to 
experience and attitude towards online shopping, between openness to experience and 
intention to shop online, and between risk propensity and attitude towards online 
shopping are confirmed by this empirical study. 
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CHAPTER 4 
IMPLICATIONS TO ONLINE SELLERS 
The most significant finding from our empirical results is that if an Internet user 
is more open to experience, he/she is more likely to welcome the idea of online 
shopping and to make use of this new medium of purchasing. From the perspective 
of sellers, they can exploit this relationship between consumer personality and online 
shopping behaviour to benefit their business in a number of ways. 
First, online sellers can continuously introduce new features in their online 
marketplaces to give new experiences to their visitors and attract them. In their 
marketing strategies，sellers can also emphasize their constant add-ins of new features 
to target those consumers who are more open to experience. Since they are more 
positive towards online shopping and have a higher intention to put it into practice, 
targeting them can increase online sellers ‘ likelihood of receiving orders. 
Second, online sellers can diversify into more kinds of product to attract this 
group of customers. By introducing new product categories online, these 
experience-opened Internet users would be attracted to visit your online store. 
Therefore, with more of this kind of individuals visiting your site, your probability of 
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gaining business from an average visitor would increase. 
Third, online sellers should strive for innovation as a generic strategy. By 
being more innovative, more experience-opened consumers would be attracted. As a 
result, the sellers are more likely to generate more business opportunities. 
Although risk propensity is not significant in affecting intention to shop online, 
it still has a positive impact on attitude towards online shopping. Therefore, 
operators of online stores should pay an effort in reducing the riskiness of online 
shopping to portray a better image in the eyes of risk averse people. This may 
include the installation of secured transaction infrastructure, like the Secured Socket 
Layer (SSL) and Secure Electronic Transaction (SET) for encrypting messages. 
Governments could also encourage the use of these security-enhancing systems to 
improve the public perception and attitude towards online shopping, thus assisting 
the growth of the online shopping market. 
Overall, online sellers should target those people who are more open to 
experience, have a higher level of risk propensity and/or are more Internet 




With the advancement of information technology and growing Internet access 
rate, online shopping has become increasingly popular as a new channel for 
consumers and firms to conduct transactions. The explanation of people fe online 
purchasing behaviour has thus received increasing attention from researchers. 
Previous studies have shown that consumers, perceived channel utilities, channel 
knowledge, shopping orientation, demographic characteristics, and vendor 
characteristics can significantly affect people k online shopping behaviour However, 
little research focusing on the impact of people personality on their online activities 
has been conducted. 
This paper has presented empirical evidence to show that Internet users' 
openness to experience and risk propensity have positive impacts on their attitude 
towards online shopping. Their openness to experience also has positive influence 
on their intention to shop online. Therefore, this paper contributes to the literature by 
adding openness to experience and risk propensity as psychographic determinants of 
online shopping behaviour. However, further research can also be conducted. 
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building on the basic of this study. 
To be consistent with most of the previous research, the data set used in this 
paper come from people from a western culture. However, as culture has a role in 
shaping individuals，personalities and behaviours, it would be interesting to repeat this 
study on people from a different culture. For instance, the same survey can be 
conducted among people with a Chinese origin. Since Chinese are often perceived to 
be more conservative than people from the West, especially the Americans, their 
tolerance for ambiguity and self-efficacy may have more impact on their attitude 
towards online shopping and intention to shop online. 
Besides openness to experience, tolerance for ambiguity, risk propensity and 
self-efficacy, other personality traits may also be thought to have impacts on people fe 
attitude and intention towards online shopping. For example, those who are more 
fashion-oriented may be more susceptible to online shopping as they perceive it as a 
trendy activity. As the US pioneers in online transactions, people in the East widely 
regard online shopping as a western idea. Therefore, it is also possible that those 
Chinese who are more westem-oriented would be more willing to accept online 
shopping. 
Further research can also be conducted by making use of structural equation 
modeling. On one hand, this paper has established that openness to experience has a 
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positive impact on attitude towards online shopping and intention to shop online. 
The evidence that shows the positive influence of risk propensity on attitude towards 
online shopping suggests that consumers, convenience-orientation may override the 
effect of people 's attitude on their intention to shop online. On the other hand, Li, 
Kuo and Russell (1999) and Swaminathan, Lepkowska-white and Rao (1999) have, 
respectively, given evidence to support that consumers�perceived channel utility and 
vendor characteristics have positive effects on the frequency of online purchasing. 
Since consumers�perceived channel utility and vendor characteristics constitute part 
of their attitude towards online shopping, and it is reasonable to expect that people 
who have a higher intention to shop online will have a higher actual frequency of 
purchasing online, the three models can become interrelated, as portrayed in Exhibit 
14. 
Exhibit 14. Path Diagram of Interrelationships between Personality and 
Online Purchasing Behaviour 
Risk Propensity ) + /Attitude towards onlineX 
乂 ^ - a k / shopping / Perceived \ 
Channel Utility/ k + 
C ^ ^^ ^^ ^ Perceived Vendor J \ ^^^  
Openness 广 Frequency of \ 
E x p e r i e n c e ^ X ^ + S h o p p i n g 
Intention to Shop y ^ 
Convenience-^ Online J 
Orientation ) ^ ^ — — 
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By applying the technique of structural equation modeling on real world data, 
empirical studies can be conducted to test the above interrelationships between 
personality and online purchasing behaviour. This can further contribute to the 
literature by developing a more complete explanation for online purchasing behaviour. 
The empirical results found in this paper also have practical implications to 
online sellers. Operators of online stores can continuously add new features into 
their online marketplace, diversify into new product categories and pursue a strategy 
of innovation to better attract visitors who have high degree of openness to experience. 
Since this group of Internet users have a more positive attitude towards online 
shopping and have higher intention to shop online, creating a critical mass of these 
people can increase the probability of purchase from the average visitor, generating 
more revenue for online sellers. 
They could also adopt more secured systems for online transactions to convince 
the public that buying online is safe. This can then made online shopping more 
easily acceptable by people with low risk propensity. 
Online sellers should also target those people who are more open to experience, 
have a higher level of risk propensity and/or are more Internet knowledgeable to 
generate more transactions. 
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APPENDIX 1 
MEANS, STANDARD DEVIATIONS, AND RELIABILITY ALPHA FOR 
THE VARIABLES AND SCALE ITEMS 
Std. I 
Variables and Scale Items Mean pev | 
Openness to experience  
Item Question  
j l 1 I am intrigued by the patterns I find in art and nature. 4.8000 1.5021 
j 2 2 Once I find the right way to do something, I stick to it. 2.8615* 1.4456 
j s 3 I don k like to waste my time daydreaming. 4.3231 1.92U 
4 4 1 believe letting students hear controversial speakers 5.8308 1.5059 
can only confuse and mislead them.  
� 5 5 Poetry has little or no effect on me. 4.6769 1.8124 
6 6 I often try new and foreign foods. 5.3077 1-^902 
U 7 I seldom notice the moods or feelings that different 5.5692* 1.3916 
environments produce. 
8 I have little interest in speculating on the nature of the 5.1231* 1.5053 
I universe or the human condition. 
1 9 9 1 have a lot of intellectual curiosity. 5.3538 1.3280 
10 10 I often enjoy with theories or abstract ideas. 4.7077 1.6651 
Alpha 二 0.6556 
|丨 




Variables and Scale Items Mean ^^^ 
Tolerance for Ambiguity  
I Item Question  
h 11 The most interesting life is to live under rapidly 4.2424 1.2777 
I changing conditions. J 
2 12 Off with the old, on with the new, even though a 4.2273 1.1999 
person rarely knows what the ftew，，will be. 
H 13 Adventurous and exploratory people go farther in this 4.8636 1.4976 
world than do systematic and orderly people, 
u 14 A really satisfying life is a life of problems. When 4.1970 1.5711 
one is solved, one moves on to the next problem. J 
[ s 15 It 's satisfying to know pretty much what is going to 3.6061* 1.4452 
happen on the job from day to day.  
| 6 16 When planning a vacation, a person should have a 4.3939* 1.8049 
schedule to follow if hefe really going to enjoy 
I himself.  
^ 17 Doing the same things in the same places for long 5.5606* 1.3258 
periods of time makes for a happy life.  
Alpha = 0.4880 
Adjusted Alpha 二 0.6327 if Items 5 and 6 are deleted  
I 
* scale being reversed 
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_ std. 
Variables and Scale Items Mean ^^^ 
Risk Propensity  
1 Item Question  
h 18 When I want something. 111 sometimes go out on a 4.9385 1.2359 
limb to get it.  
2 19 If the possible reward was very high, I would not 3.8769 1.5563 
hesitate putting my money into a new business that 
I could fail.  
h 20 People have told me that I seem to enjoy taking 3.8000 1.3829 
I chances.  
[4 21 The thought of investing in stocks excites me. 4.0000 1.8200 
h 22 I enjoy taking risks. 4.1692 1.5163 
| 6 23 Taking risk does not bother me if the gains involved 4.0308 1.6391 
are high.  
j y 24 I would enjoy the challenge of a project that could 4.0923 1.5075 
1 mean either a promotion or loss of a job.  
1 8 25 I think I would enjoy almost any type of gambling. 2.7385 1.5839 
U 26 In games I usually go for broke" rather than playing 3.0923 1.6930 
I it safe.  
Alpha = 0.8657 J 
I 
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[ = _ _ _ 一 _ std. 
Variables and Scale Items Mean ^^^    
Self-efficacy 
Item Question  
1 27 When I make plans, I am certain I can make them 4.6190 1.4304 
work.  
2 28 If I can i do a job the first time, I keep trying until I 5.1905 1.1894 
can. 
3 29 When I set important goals for myself, I rarely 5.4127 1.3154 
achieve them. 
4 30 I avoid facing difficulties. 4.8413* 1•州6 
5 31 If something looks too complicated, I will not even 4.8730* 1.4424 
bother to try it.  
6 32 When I decide to do something, I go right to work on 4.7302 1.2340 
it.  
7 33 When unexpected problems occur, I don't handle 4.9365 1.3060 
them well.  
8 34 I avoid trying to learn new things when they look too 5.4921 1.2427 
difficult for me.  
9 35 Failure just makes me try harder. 4.9365 1.4128 
10 36 I feel insecure about my ability to do things. 4.8571 1.5119 
11 37 I am a self-reliant person. 5.3333 1.2443 
Alpha 二 0.8394 




A Survey on Individual Characteristics and Opinion of Online Shopping 
September 2000 
Part 1. Please indicate the extent to which you agree with the following 
statements by circling or bolding a number in the given scale.  
i f 
Section 1-1： . . ^ 
1. I am intrigued by the patterns I find in 1 2 3 4 ： ) 
art and nature. 
2. Once I find the right way to do 1 2 3 4 5 6 7 
something, I stick to it. 
3. I don't like to waste my time 1 2 3 4 5 6 7 
daydreaming. 
4. I believe letting students hear 1 2 3 4 5 6 7 
controversial speakers can only 
confixse and mislead them. 
5. Poetry has little or no effect on me. 1 2 3 4 5 6 7 
6. I often try new and foreign foods. 1 2 3 4 5 6 7 
7. I seldom notice the moods or feelings 1 2 3 4 5 6 7 
that different environments produce. 
8. I have little interest in speculating on 1 2 3 4 5 6 7 
the nature of the universe or the 
human condition. 
9. I have a lot of intellectual curiosity. 1 2 3 4 5 6 7 




Section 1-2: i 7 i 4 5 6 7 
11. The most interesting life is to live 上 丄 ) 
under rapidly changing conditions. 
12. Off with the old, on with the new, 1 2 3 4 5 6 7 
even though a person rarely knows 
what the "new" will be. 
13. Adventurous and exploratory people 1 2 3 4 5 6 1 
go farther in this world than do 
systematic and orderly people. 
14. A really satisfying life is a life of 1 2 3 4 5 6 1 
problems. When one is solved, one 
moves on to the next problem. 
15. It's satisfying to know pretty much 1 2 3 4 5 6 7 
what is going to happen on the job 
from day to day. 
16. When planning a vacation, a person 1 2 3 4 5 6 7 
should have a schedule to follow if 
he's really going to enjoy himself. 
17. Doing the same things in the same 1 2 3 4 5 6 1 
places for long periods of time makes 
for a happy life. 
Section 1-3: i 9 i 4 5 6 7 
18. When I want something, I'll ^ ^ 
sometimes go out on a limb to get it. 
19. If the possible reward was very high, 1 2 3 4 5 6 1 
I would not hesitate putting my 
money into a new business that could 
fail. 
20. People have told me that I seem to 1 2 3 4 5 6 7 
enjoy taking chances. 
21. The thought of investing in stocks 1 2 3 4 5 6 7 
excites me. 
22.1 enjoy taking risks. ^ 2 3 4 5 6 7 
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23. Taking risk does not bother me if the 1 2 3 4 5 6 7 
gains involved are high. 
24.1 would enjoy the challenge of a 1 2 3 4 5 6 7 
project that could mean either a 
promotion or loss of a job. 
25.1 think I would enjoy almost any type 1 2 3 4 5 6 7 
of gambling. 
26. In games I usually "go for broke" 1 2 3 4 5 6 7 
rather than playing it safe. 
Section 1-4: i 7 i 4 5 6 7 
27. When I make plans, I am certain I can i 丄 ^ 
make them work. 
28. If I can't do a job the first time, I keep 1 2 3 4 5 6 7 
trying until I can. 
29. When I set important goals for 1 2 3 4 5 6 7 
myself, I rarely achieve them. 
30.1 avoid facing difficulties. 1 2 3 4 5 6 1 
31. If something looks too complicated, I 1 2 3 4 5 6 1 
will not even bother to try it. 
32. When I decide to do something, I go 1 2 3 4 5 6 1 
right to work on it. 
33. When unexpected problems occur, I 1 2 3 4 5 6 7 
don't handle them well. 
34.1 avoid trying to learn new things 1 2 3 4 5 6 7 
when they look too difficult for me. 
35. Failure just makes me try harder. 1 2 3 4 5 6 1 
36.1 feel insecure about my ability to do 1 2 3 4 5 6 1 
things. 
37.1 am a self-reliant person. 1 2 3 4 5 6 1 
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Part 2. Please describe your experience with and opinion of online shopping. 
i | p 
Section 2-1: 3 4 5 6 7 
1. I am an experienced Internet user, 1 2 
2. I know a lot about how the Internet 1 2 3 4 5 6 7 
works. 
3. I think online shopping is very risky. 1 2 3 4 5 6 7 
4. I like the idea of shopping online. 1 2 3 4 5 6 7 
5. I don't see any point of trying buy things 1 2 3 4 5 6 7 
through the Internet. 
6. My overall attitude toward e-commerce 1 2 3 4 5 6 7 
is positive. 
Section 2-2: 
1. To what extent will you consider the ！ | 
following factors if you need to ^ | 
purchase anything through the In ternet?尤 | | 
• Price (compared with “real stores，，） 1 I, \ \ I 1 7 
• Delivery speed 2 3 4 5 6 7 
• Variety of product / service choices 3 4 5 6 7 
• Quality of product / service 1 ^ 3 4 5 6 7 
• Payment security ) 3 3 4 5 6 7 
• Protection of personal information 3 4 5 6 7 
• Order / Delivery status check 1 2 
2. Please indicate the likelihood that you 吾 | 
would buy the following products from | | « 
Web sellers: | ‘‘ ^ 
• Books / Magazines / Music / Videos 1 ^ l I I I ] 
m Tickets for movies, concerts, etc. ^ ^ a s 6 1 
• Travel service (hotel and/or airline 1 2 
reservation) ， 3 4 5 6 7 
• Toys / Games / Application software 1 2 4 5 6 7 




a ：^  08 68 C T. 
^ t: ® s 
S -S 
1 2 3 4 5 6 7 
• Computer hardware and/or System 
software ^ 2 3 4 5 6 7 
• Electronic appliance (e.g., 
microwave oven, etc.) 1 2 3 4 5 6 7 
• Clothing / Shoes ^ 2 3 4 5 6 7 
• Flowers . 2 3 4 5 6 7 
3. How likely will you consider the 
credibility of online sellers if you need 
to purchase anything (e.g. book, 
computer, etc.) through the Internet? 
4 Assume you need to do online shopping. To what extent will you rely on the 
.following sources to seek for information about appropriate Web sellers I 
1 2 3 4 5 6 7 
• Newspaper / Magazine 
advertisement 1 2 3 4 5 6 7 
• Internet advertisement 2 3 4 5 6 7 
• Email from Web sellers ^ 3 4 5 6 7 
• Internet search engine (e.g., Yahoo!, 
Netscape, etc.) 1 2 3 4 5 6 7 
• Recommendation by friends / family 
members 1 2 3 4 5 6 7 
• Hyperlink 
-一 -H a v e you ever purchased anything through the Internet? 
Ifxes, please continue Section 2-3 and Section 2-4. 
If i^，please skip Section 2-3 and answer the questions m Section 2-4. Thank 
you. 
Section 2-3: . 1 r, 
1. How many times did you purchase items online in the past six months / 
• l - 3 t i m e s • 4 -6 t imes • More than 7 times 
！ 1 
：： ^ 
O V ；z > 
2. Overall, were you satisfied with your 1 2 3 4 5 6 7 
online shopping experience? 
3. How likely will you purchase from Web 1 2 3 4 5 6 7 
store again? 
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Section 2-4: 3 4 5 6 7 
1. I will try online shopping very soon. 1 2 
2. I will consider online shopping as an 1 2 3 4 5 6 7 
alternative to conventional way of 
shopping. 
3. I think it is worth giving a try to online 1 2 3 4 5 6 7 
shopping. 
4. I won't try buying things via the Internet 1 2 3 4 5 6 7 
anyway. 
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Part 3. Please indicate your background information. 
1. Your gender? 
• Female 
• Male 
2. Your age:  
3. Please indicate your highest level of 
e d 職 ― ： 口 Doctoral Degree (PhD) 
• Associate Degree(2 year) • Professional Degree (MD,JD, 
• Bachelor's Degree etc:) 
• Master's Degree (MS) • Other 
4. Educational background (i.e. what is/was your 
major.)• • Social Science 
• Computer Science/Technology • Arts & Science 
• System Engineering & Management • Medicme 
• Management Information Systems • Education 
• Engineering • Others 
• Business Administration 
This is the end of the survey. Please kindly email this 
complPtPfl sunTY t^ j^r»Prhrkti^nne@vahoo.com. We would 
also appreciate if you could forward this questionnaire to your 
friends, so that we could further expand our sample size. 
Thank you very much for your help! 
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